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With the aggravation of the market competition, enterprises are facing the 
competition is not only the competition between enterprises, but between supply 
chain. The supply chain’s competition ability could be enhanced by cooperative 
advertising, complementary resources, risk sharing and benefit sharing. Channel 
coordination is a central topic in the study of Supply Chain Management. Cooperative 
Advertising has attracted more and more attention in the study of channel 
coordination. The cooperative advertising is a cost allocation mechanism, in which 
the manufacturers provide local promotions and share a portion of the advertising cost, 
and the essence of cooperative advertising is a vertical market organization. The main 
purpose of the study is to discuss the cooperative advertising strategy and cost 
allocation problem in a apparel supply chain.   
Research on supply chain’s cooperative advertising is mainly in the theoretical 
study stage, most scholars use the mathematical model and a single hypothesis 
condition to calculate the theoretical profit maximization answers to the supply chain. 
So it is necessary to resolve the practical problems of E enterprise, by using the latest 
research achievement of supply chain management, the historical data on the industry 
and the company. Hope the whole supply channel could be coordinated and obtain the 
maximized profit, also achieve the rational allocation of cost by design the 
cooperative advertising project in E enterprise and the whole garment industry. 
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表 1.1：1970-1998 年度美国合作广告投入统计表 单位：亿美元 
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